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Abstract
This research aims to endeavour to bridge a gap in literature by examining accountability dimensions (logistics, financial,
marketing, contractual, environmental) in third party logistics (3PL) service providers and the impact of such issues on buyer 
trust has been attempted to analyse. Towards this objective via the survey method 202 numbers of data have been collected
from Turkey’s food manufacturing companies. Data were collated and processed through analysis of variance and structural
equation model to test the research hypotheses.  The results show that logistics accountability, financial accountability and 
marketing accountability have positive effects on trust. The findings of the current study suggest that so long as 3PL service
providers make their systems further accountable, they shall become more reliable. 
© 2013 The Authors. Published by Elsevier Ltd.
Selection and/or peer-review under responsibility of Scientific Committee.
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1. Introduction
Trust plays a major role in improving the relations between providers and buyers in Third Party Logistics
(3PL) industry. Johnston et al. (2004) have detected that a high level of trust has an accelerating impact in the
cooperative behaviors between partnership based on logistics outsourcing. Bowersox (1990) has similarly
underlined that in a logistics outsourcing, a high level of trust between partners is required and argued that lack of 
trust between companies may potentially negatively affect success.
There are a good number of factors such as credibility, predictability, confidence, faith, reliability, 
benevolence etc. that play role in trust. However, the lack of studies manifesting the effects of accountability on 
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trust in the relations between Business-to-Business and buyer-3PL service providers in particular proves the 
necessity to explore the issue in this study. 
Third party logistics company managers look for ways to increase the reliability of their companies in their 
relations with buyers. They search for ways to implement applications such as quality management practices, 
lean logistics, and relevant logistics responsibilities into their own companies to the ends of enhancing their 
organizations. However, the research studies have proved that these methods fall short in terms of moving an 
organization from a good place to the best possible place. Behavior centered research studies have manifested 
that progress that is achieved without first setting an accountable structure would fall short in ensuring continuity 
(Fache, 2008).   
Accountability is defined as bearing the responsibility directed to reaching a performance within the 
framework of the agreed objectives and responsibility for providing its explanation (Aktan et al. 2004). 
Accountability is a process that re-analyses responsibility as the willingness to take all judgments while operating 
the boundaries of its own responsibility domain (Rasche & Esser, 2006). Hyndman and McGeough (2008) argue 
that lack of accountability may potentially drive an organization to ineffectiveness and illegitimate actions. 
Accountability plays a vital role also in detecting service-focused behavior (Williams and Sanchez, 1998).  
The purpose of current study is to analyse the 3PL service provider’s accountability within the scope of five 
dimensions (logistics, financial, marketing, contractual and environmental). This study also identify the 
relationship between accountability and trust in 3PL industry. The study is composed of three parts. In the first 
part, the literature on accountability and trust are reviewed and the theoretical framework of the study is drawn. 
In the second part, the information regarding the survey conducted is presented. The survey aims to reveal the 
effects between accountability dimensions and trust. The last part includes the results of analysis, discussion and 
suggestions for further research.  
 
2. Literature Review And Hypotheses 
2.1. Accountability 
Accountability is a widely employed term in organizational, political and social domains and has turned into a 
significant concept for systems operating in relation to the external environment (Frink & Ferris, 1998). 
Accountability is –in addition to being a multi-dimensional concept- a complex concept that is operationally 
performed via relations between individuals and organizations (Kluvers & Tippett, 2010). General speaking, 
accountability is questioning on the basis of a pre-set standard the activities or results of an organization, and 
within an established framework of responsibility it is aimed at ensuring the continuity of activities (Andrea, 
2010). The accountability concept can also be defined as, “a responsibility shouldered by a management that 
calculates its selections, decisions and activities” (Hannah et al. 2005). A different definition states that 
accountability is responsibility assigned to others and is an assuming responsibility by a person or company 
(Christen & Ebrahim, 2006).  
The main essence of accountability is being answerable; accountability involves the liability to give answers 
to the questions related to the activity and/or decisions (Brinkerhoff, 2004). Due to that reason, accountability is 
the process involving the state of preparation to fulfill the expectations of parties.  
According to the literature, accountability possesses several types, some of which are personal, professional, 
political, financial, managerial, moral, legal, and contractual etc. (Maile, 2002). In the light of this view, logistics, 
finance, marketing, contractual and environmental dimensions – which all play a role in the buyer-provider 
relations in the 3PL industry- has been selected to investigate.  
 
733 Ramazan Kaynak and Salih Börteçine Avci /  Procedia - Social and Behavioral Sciences  111 ( 2014 )  731 – 740 
2.1.1. Logistics Service Accountability 
 
Accountability in logistics can be defined as rendering necessary explanations to the buyer as regards the 
storing, transportation, insurance, customs, inspection, supervision, packaging, value-added procedures, stock 
management , order management and similar services provided by the 3PL company. Logistics accountability is 
comparable to answerability, since in terms of service buyers, in return for a service for which cost is paid the 
receiver demands satisfaction regarding the quality or effectiveness of service.  
 
H1: Logistics accountability will have a positive influence on trust 
2.1.2. Financial Accountability 
 
In actuality, financial accountability integrates budgeting and the use of accounting inspection tools 
(Brinkerhoff, 2004). However, it is not plausible to fully explain accountability with certain financial reports 
(Kluvers & Tipett, 2010). In order to guarantee effective execution of work, 3PL companies are expected to have 
financial accountability because when there is too much work to do financial incapacity of the 3PL company may 
bring about delays in the completion of work. Therefore, it was hypothesized that: 
 
H2: Financial accountability will have a positive influence on trust 
2.1.3. Marketing Accountability 
 
Daniel and Sabin (1998) argue that accountability in marketing is a concept that requires being informed of 
marketing performance and marketing options. Moorman and Rust (1999) have indicated that in establishing 
relations with customer via product and service delivery, marketing function bears a vital role. The present 
fundamental problem of the marketing function is that it lacks efficiency and accountability (Sheth & Sisodia, 
2002). According to Rust et al. (2004) one of the key reasons for the challenges that top management are faced 
with in strategic marketing activities is lack of accountability. The accountability level of the 3PL company 
regarding its marketing activities shall directly impact perceived trust by the buyer company. Therefore we 
hypothesized that: 
 
H3: Marketing accountability will have a positive influence on trsut 
2.1.4. Contractual Accountability 
 
Foster (2000) has claimed that the best accountability can be reached via contracts (Kluvers & Tipett, 2010). 
Contract-based (contractual) accountability is expected to focus on the requisites of a pre-set system (Gurr, 
2007). Contract based accountability must be established over certain terms and conditions, which should be 
specified under a valid contract. This contract should specify (Maile, 2002); 
- The agreement between parties that either can or cannot be performed 
- The legal basis of the contract 
- Performance expectations of the parties, awards and penalties 
- Official and legal liabilities 
- The terms of dispute and dissolution 
- The required approvals and signatures 
As evidenced by all these features, contractual accountability is directly related to transparency and ethical 
behavior. Consequently, we hypothesized that: 
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H4: Contractual accountability will have a positive influence on trust 
2.1.5. Environmental Accountability 
 
Today, a large number of companies are sensitive towards environmental issues. Logistics service provider 
companies are expected to act as leader in the implementation and improvement of environmental strategies 
(Goldsbyi & Stank, 2000) since with each passing day there is a rising level of expectation coming from state 
administrations and customers. 
Logistics practices that follow environmental responsibility framework are also effective on customer 
satisfaction.  Particularly in the field of transportation management, as regards the transportation of 
environmentally hazardous materials it involves issues ranging from transporter selection, transporting hazardous 
materials via special cars and equipment, decreasing gas consumption and emission (Carter & Jennings, 2002). 
In the past, activities related to transport and traffic optimization in logistics management was extensively 
studied, although a good part of these studies failed to include environmental perspective dimensions. Logistics 
activities directed studies in environmental field have enabled the rise of green logistics literature. Green logistics 
has focused on the fundamental environmental activities such as consumption of irreversible natural resources, 
air pollution, traffic, noise pollution and management of hazardous-safe wastes. At this point, the most 
fundamental environmental effects of logistics are on (1) emissions of greenhouse gases, (2) emissions of 
compounds that thin the stratospheric ozone layer and (3) transport-related production of persistent organic 
pollutants and their effects on biological systems (Ciliberti et al. 2008). Accountability in environmental issues 
shall also prove the trust of 3PL company. Therefore we hypothesized that: 
 
H5: Environmental accountability will have a positive influence on trust 
2.2. Buyer Trust 
Establishing long-term relations amidst companies bears great importance for the parties. 3PL service 
providers are engaged in constant communication with the customers from whom they provide services and one 
of the most prioritized issues for logistics service providers is to establish more intimate cooperation with 
customers (Wallenburg et al. 2011). Starting from this point trust plays key role between 3PL service providers 
and customers in the success of logistics outsourcing. It has been detected that in logistics outsourcing trust 
amidst the companies lessens transactional and operational costs, while it also boost cooperative action amidst 
the parties (Tian et al. 2008). Therefore, trust is an essential prerequisite in ensuring alliances and technological 
collaborations in inter-organizational relations (Ammeter et al. 2004). 
According to the advocators of the relational perspective, trust can be used as an alternative to the corporate 
system due to two compulsory causes. The first is ex-ante; trust gives assurance that even in the existence of 
other opportunities it shall not act opportunistically. This alleviates the necessity for complex contracts, which 
mean that otherwise the cost would be much higher. The second is ex-post; trust is, if needs are on the rise, 
assists in mutual adaptations and initiates a comprehensive share of information between parties (Gaur et al. 
2011). 
Academics have noted on the performance results of trust that it has diversified effects on performance in 
inter-organizational relations. To illustrate trust helps in performing required adaptations for promoting 
cooperative behavior, reducing transactional costs, enhancing relational performance and changing 
environmental demands (Gaur et al. 2011). 
Establishing trust-based collaborations and partnerships strengthens the ties between organizations, which in 
return contributes to enhancing the quality of communication, the high level of data transfer, coordination and 
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problem solving (Gaur et al. 2011). Bowersox (2002), noting that in a logistics outsourcing relation there must be 
a high level of trust between partners, claims that lack of trust before establishing the relations has a negative 
effects on success. 
The presence of trust in a relationship alleviates opportunistic behavior as well as the perception of risk. 
Therefore, all parties hold the belief that the activities shouldered by one agent will be accomplished in the future 
(Moore, 1998). Finally, Dyer and Chu (2000) have argued that unlike the other corporate mechanism types, trust 
has a unique structure as a value creator, which is an attribution that goes beyond cost reduction and therefore it 
provides a major competitive advantage for logistics outsourcing. 
 
 
  
 
 
 
 
 
Fig. 1. The Research Model 
3. Methodology 
3.1. Research Goal 
The purpose of this study is to identify the effects of accountability dimensions on buyer trust. To test 
the hypotheses, a survey was conducted and data was gathered through question forms. We used a Partial Leased 
Square (PLS) based Structural Equation Modelling (SEM) approach executed with Warp-PLS 3.0 (Kock, 2012) 
to empirically examine the hypothesis of this study. Study sampling, data collection and measures are described 
next. 
3.2. Sampling and Data Collection 
Data was collected via the questionnaire method from food manufacturers that are members of the Istanbul 
Chamber of Industry (ICI) in Istanbul, Turkey. The data for this study was derived from food manufacturers that 
are members of the Istanbul Chamber of Industry in Istanbul, Turkey. The survey instrument was initially 
checked by industry representatives and academics familiar with collaborative relationships.  
The pre-test was used to ensure that the questionnaire was clear, as well as to ensure the items were of a 
structural power for the face validity of the constructs. After the pre-test, minor changes were made to the 
measures and then the data collection process was commence. Next, questionnaires were randomly distributed to 
the companies. The target respondents were company managers who had direct experience in outsourcing a 
business service from a third –party logistics firm. The data collection procedure lasted for a total of three months 
between December-February, 2012. In this survey, 300 food manufacturer firms were selected for research, 
although only 207 took part in the study. Seven forms were eliminated from the analysis because they were not 
carefully completed. Therefore, usable questionnaire forms were obtained from 200 respondents. The key 
descriptive statistics are contained in Table 1. 
 
 
 
 
3PL FIRM’S ACCOUNTABILITIES 
 Logistics Service Accountability 
 Financial Accountability 
 Marketing Accountability 
 Contractual Accountability 
 Environmental Accountability 
 
BUYER TRUST 
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Table 1. Sample Characteristics 
Experience           For how many years have you been using 3PL 
(1) Less than 2 year (22%);            (2) 2-5 years (23%); 
(3) 6-10 years (40%);                     (4) above 10 years (15%) 
Type of activity        What is the type of activity outsourced from this company? 
(1) Transportation (77%);     (2) Inventory management (2%); 
(2) Customs clearance (1%);   (4) Storage (4%);                         (5) Packaging (2%) 
(3) Handling (1%);                   (7) Distribution (11%) 
*Volume of 
business activity 
         What is the volume of business that has been outsourced from this firm in the past twelve months? 
(1) Less than 100,000 (36%);      (2) 100,001-250,000 (28%) 
(2) 250,001-500,000 (11%);       (4) 500,001-1,000,000 (13%) 
(3) 1,000,001 – 5,000,000 (8%);(6) above 5,000,001 (5%) 
3.3. Measurement Items 
The scale used in the questionnaires consisted of widely accepted questions from the international literature, 
whose validity and reliability had been tested. In order to develop the questions used in the questionnaire, the 
questions were constructed in English, then translated into Turkish and afterwards back-translated by another 
translator to clarify any misinterpretations. The results were compared and the questions were found to be 
conceptually equal. Before the performance of the real interviews, a pre-test was completed to enhance content 
validity. The question forms were updated according to the feedback obtained from the participants during the 
pre-test. When the pre-test results were found to be significant, the study was initiated. 
The 31 items were used to measure the 8 latent variables relating to the hypothesis tested in this study. To 
increase content validity, either previous measures were used or the measures for similar construct were 
modified. All the items were scored on a five-point Likert scales ranging from 1 (strongly disagree) to 5 (strong 
agree). 
Accountability dimensions of the 3PL providers had five aspects, which are classified as logistics, financial, 
marketing, contractual and environmental, and they were tested by 16 items. We measured environmental 
accountability adopted from Shafer (2006). Logistics, financial, marketing and contractual accountability scales 
were developed by the authors. Finally, trust measures were developed on a five-item scale based on Panayides 
(2005) and Knemeyer and Murphy (2004).  
3.4. Analysis  and Results 
The research model depicted as Figure 1 was analysed using Warp-PLS, a Partial Least Squares (PLS) 
Structural Equation Modelling tool. PLS is a non –parametric estimation procedure that can accommodate small 
samples. This tool allowed us to examine the structural component and measurement component in one model. 
PLS does not require a large sample size because it does not require distributional assumptions about the 
underlying data (Compeau et al. 1999). 
Reliability results are presented in Table 2. The data indicates that the measures are robust in terms of their 
internal consistency reliability as indexed by the composite reliability. The composite reliabilities of different 
measures range from 0.932 to 0.958, which exceed the recommended threshold value of 0.70 (Nunnally, 1978). 
A second method of measuring internal consistency is with AVE, which is a measure of variance accounted for 
by the underlying construct. Fornell and Larcker (1981) suggest a cut-off of 0.50 for AVE. All constructs also 
met this criteria for internal consistency. 
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Table 2. Factor loadings, cronbach’s alpha, composite reliability, AVE values 
Variable 
Construcys 
Items Factor 
Loadings 
Cronbach’s 
Alpha 
Coefficient 
Composite 
Reliability 
 
AVE 
Logistics Service Accountability LA1 .884 0.931 0.951 0.830 
LA2 .877 
LA3 .744 
LA4 .729 
Financial Accountability FA1 .795 0.916 0.948 0.859 
FA2 .786 
FA3 .551 
Marketing Accountability MA1 .769 0.892 0.933 0.822 
MA2 .775 
MA3 .739 
Contractual Accountability CA1 .844 0.929 0.944 0.739 
CA2 .836 
CA3 .798 
CA4 .790 
CA5 .786 
CA6 .737 
Environmental Accountability EA1 .753 0.888 0.947 0.899 
EA2 .748 
Trust T1 .799 0.945 0.958 0.819 
T2 .770 
T3 .761 
T4 .754 
T5 .698 
             **p<0.01; KMO= 0.930; Barlett=6208.890** 
Table 3. Discriminant validity (inter-correlations) of variable constructs. 
Latent 
Variables 
Mean SD 1 2 3 4 5 6 
1.  LA 3,2513 1,0011 0.911      
2. FA 3,3558 0,9707 0.551 0.927     
3. CA 3,6028 0,9185 0.344 0.443 0.860    
4. MA 3,1295 1,0676 0.484 0.540 0.501 0.907   
5. EA 3,0984 1,1042 0.522 0.595 0.481 0.525 0.948  
6. T 3,5979 0,9973 0.645 0.641 0.475 0.597 0.566 0.905 
         Note: Square roots of average variances extracted (AVE’s) are shown on a diagonal and all are significant at the .01 level. 
 
Testing of the discriminant validity of the measurement scales were reported in Table 2. The discriminant 
validity in PLS is assessed in two ways. Firstly, each item should load higher on the construct that it is supposed 
to measure than on any other construct (Carmines & Zeller, 1979). Secondly, each construct should share more 
variance with its items than with any other construct in the model (Barclay et al. 1995). All items in this study 
met both criteria for discriminant validity. Thirdly, the discriminant validity was assessed by comparing the 
square root of the Average Variance Extracted (AVE) for each construct. If the square roots of the AVEs exceed 
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the correlation coefficients between the constructs, it can be acceptable for the discriminant validity for all 
constructs. 
 
 
 
 
 
 
 
  
 
  
 
 
 
 
 
***p<0.001, **p<0.01, *p<0.05 
Fig. 2. Path coefficients and p-values 
 
Table 4 presents the results of the structural model. The standardized beta coefficient for each path in the 
model was obtained from the PLS algorithm in Warp-PLS. The results showed that logistics accountability 
exhibited positive influence (β=0.33 p<0.001) on trust, as did financial accountability (β=0.27 p<0.001), 
marketing accountability (β=0.20 p<0.001). But contractual accountability (β=0.10 p=0.051) and environmental 
accountability (β=0.08 p=0.082) didn’t exhibit any influence. So H1, H2 and H3 supported, H4 and H5 not 
supported.  
 
            Table 4. Structural Equation Model 
Description of path Coefficient p-values Standard Error Result 
H1: LA          T 0.326*** <0.001 0.062 Supported 
H2: FA          T 0.268*** <0.001 0.070 Supported 
H3:MA          T 0.095*** <0.001 0.056 Supported 
H4:CA          T 0.203 0.051 0.058 Not Supported 
H5:EA          T 0.085 0.082 0.061 Not Supported 
            ***p<0.001, **p<0.01, *p<0.05 
 
4. Conclusions and Suggestions  
The present study bears importance in the analysis of relations amidst accountability in buyer-service provider 
literature. In this study we have attempted to analyze the five methods in which accountability dimensions affect 
the buyer trust. This study is drawing the attention of third party logistics sector authorities and managers to the 
impacts of accountability dimensions. Obtained findings manifest that accountability in the logistics services 
issues of the service provider formed according to sectorial research has positive effects on buyer trust in three 
dimensions such as logistics service accountability, financial accountability, marketing accountability. This study 
also provides a few practical applications for the management of complex inter-company relations. Generally 
speaking, the findings manifest that against the potential problems that are likely to arise between the buyer – 
APC=0.195 p<0.001 
ARS=0.601 p<0.001 
AVIF=1.749 Good if<5 
β = 0.08 
β = 0.10 
β = 0.20 
β = 0.27 
β = 0.33 
2. Financial Accountability 
3. Marketing Accountability 
4. Contractual Accountability 
5. Environmental Accountability 
BUYER TRUST (R2=0.60) 
1. Logistics Service Accountability 
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service provider, the managers are expected to install trust and cooperation. It is believed that this can be 
achieved by sticking to accountability rules in inter-company relations.. 
 
Accordingly, it can reasonably be argued that the organizations that execute their logistics operations via 3PL 
should, by taking into account the evolving competition conditions, establish their relations with service 
providers on the basis of accountability rules.  
 
Just as is the case for any given research study, our research study also has certain limitations. Firstly, the 
scope of this research has been limited to food manufacturers within a specific region alone. In reality, in order to 
perform cross-validation this study should be extended to other regions, larger companies and also non-
manufacturing sectors. We also suggest that future studies point out the different dimensions of accountability 
responsibility. Beu and Buckley (2001) claim that there are a good number of variables on which accountability 
has a positive effect. These variables are performance, satisfaction, conformity, goals and attentiveness. In 
research studies covering 3PL providers also, exploration of these effects could provide interesting results. 
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